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“People don’t buy
products, they buy
solutions to problems.”

Ted Levitt of Harvard

Need to find out
what problems
people have today,
and then solve them.

JWsmitne@yanikalovien.corr



Anxiety & Loss of Certainty

Dot-Com Bust
Stock Market Declines

Layoffs
9/11
Corporate & Wall Street Scandals

Church Abuse Scandals
Government Missteps & Budget Shortfalls
Worsening Economy & Job Security

Proposed Changes to Retirement Programs

War With Iraq

JWsmiin@yaniK2loviern.conm



More Than 9/11

NYT, 9/02: 37% trust government to

Gﬂvernment: make right decision all/most of time

—VS. 55% In 10/01

- Gallup, 6/02: 45% confidence
Chu rCh = rating of church —vs. 60% in 2001

| psos-Reid/BWeek, 6/02: 4% very
confident in earningsreports

NBC/WSJ, 7/02: 93% hardly or

USI neSS : somewhat confident in executives

CBS, 7/02: 67% do not believe most
executives honest — vs. 55% In 1985

JWsmiin@yaniK2loviern.conm



e Current situation

e Investor optimism

« Employee outlook

O Yankelovich, Inc. 2002 JWsmitn@yeanikalovien.corr!



8 4% There seem to be more things
to worry about today than there
were just a few years ago

Only  Theevents of September 11t have
3 5% had very little effect on my day-to-
day life
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EIGHTIES
NINETIES

*Risk Is good

Focus mostly
on upsides

Feelings of control
and optimism

*Dangers
predictable

MARKETPLACE
AHEAD

*Risk Is bad

Focus mostly
on the downsides

Feelings of anxiety
and cautiousness

*Dangers
unimaginable

JWsmiin@yaniK2loviern.conm



| find myself
traveling for business
less and using tele/

video conferences more*

26"
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Compared to a
year ago, staying
closer to home
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Feel Optimistic
About Future;

Country: 75"

Personal:  85”

Y ankelovich MONITOR
OmniPlus, 9/03
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From an
ACTIVE to

a PASSIVE
optimism
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ONLY

Less tolerant of marketing

% and advertising in the
event of a war with lrag
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Have plans to deal with potential anti-marketing backlash
Don’t over-react to the unfolding of events

Communicate your commitment to the well-being of the nation

Avoid flag-waving and exploitation

Address consumers with a tone of credible optimism
Remember marketing fundamentals

Match message to context

Reexamine niche marketing vehicles

Keep all commitments flexible and adaptable

Look for alternatives to traditional marketing plans

Segment customers by war worries

Track anxiety levels
Identify what is providing comfort and connection

Plan for potential disruptions

Use short-term tactics until things return to normal

Jsmiin@yanK2lovien.cor



Emotional

resonance
Attitudes
- ‘ Motivations
7 “ ‘i, i%ﬂ_’ Behaviors
Transactions

JWsmiin@yaniK2loviern.conm



The Post-Accumulation Marketplace

A World In Which We

A World In Which We

Value™: Want:
Quality Denisity
= Quantity of Connections

Intangioles
= Tangibles
Tirne

= Money

*UBS Warburg

Viorancy
of Experiences

ALtngritjcjry
of Relationships

JWsmiin@yaniK2loviern.conm



What's Changed

3
=

Y
~/

ﬁ

10y B00[M2r Darrograionics
aradooi/all-s2irng

A ST HONETENGT A IITEECE

JWsmiin@yaniK2loviern.conm



LESS

Radical
Materialism
=diranse BALANCE
Individualism INTEGRITY
Culture of
Calagrity AUTHENTICITY
Corisoleiions SECURITY

Coristirrotion




Spending more time
these days thinking
about what works in
my life and what
doesn’t work

While Americans may not
be as well off in the future
as they have been in the
past, it may be better for
our moral character and we
may even be happier

JWsmiin@yaniK2loviern.conm




e |ndulgence
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I’'m more careful about O/
sticking to my budget O
compared to a couple of

years ago

myself expensive treats
from time to time

O Despite current economic
7 O /0 conditions, 1 still allow

JWsmiin@yaniK2loviern.conm



The Mainstrearning of Affluence

SUSHI @ DAY SPAS ® ANTI-LOCK BRAKES @ COMPUTERS ® SUVs® WINE® OVERNIGHT MAIL @

® ADVENTURE VACATIONS @  PLASTIC SURGERY ®  GOURMET COFFEE @  ONLINE SHOPPING @

EXTRA LEGROOM ON PLANES @  COLLEGE EDUCATION ®  PRIVATE SCHOOLS @ WIRELESS PHONES @

Jsmiin@yanK2lovien.cor



Affluent-Speak Is Everywhere

THEN:

Used cars
Old

Glasses
Curtains

Stove

NOWV:

Pre-owned automobiles
Vintage

Eyewear

Window treatments

Ranges and cooktops

JWsmiin@yaniK2loviern.conm



FU Or) Trig Agerncle

Have achieved or are making

}

OQgress towara a goa O
having mors I1‘2un” 73"

Echoes

XErs

Boomers
- Matures
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Tri2 Srnell Plaasiras

I
1999 2001 2002

Funis. ..
The Iittle rara() -2, O; -7, Of
pleasures in life 997 (L7 {17
V3.

Big excitement 34% 2Q9% 209%
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Echogs

Xers

Boomers

Matures

Need to satisfy hunger
for new experiences

JWsmiin@yaniK2loviern.conm



Affluent Older

91 01

Even though there a
many things | woulc
to own, | prefer sper

e
like
ding

my money on enrich

ing

657 867
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gellgye I et jsast 1G98
LORSUNIERIEINEES % %

Spiritualismn 12 D2
Faith healing 10 45

Astrology 17 i
UFOs 24 30
Reincarnation 9 25
Miysticisim 2 15

Voodoo 1 9



- Inculgence
e Family

JWsmiin@yaniK2loviern.conm



7 7% of Americans say family time
more important after 9.11 — Only
19% say making more money Is

» 70% feel need to spend more time
at home since 9.11 — Increase from
62% saying so last November

» 32% of employees cite balancing
work/life as top concern, up from
596 In 1999

O Yankelovich, Inc. 2002 JWsmitn@yeanikalovien.corr!



Connection

9 4% dentify -~

current goal

Achieved
Making progress
NO progress

JPsmiin@yanK2lovien.cor



“Favor_ return 1977F 2001 2001
to traditional

standards” in: B00(12rs A2rS SO0

il 56% 70% 74%
Parenine) 47 71 73
SCM00lS 40 B5 63
relationshios 200 43 43
Wor 19 29 34

rlofemaudneg 161 39 42
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Pa2o9la sriovlel liv/a for tnarrisalyv/as
reltrl2r trizi) for tri2ir erillelrar:

FOCLUS Of) Ferflly

1981 1988 2001

Total population
Total women

Women 25 to 34

—  49% 44>
52% 49 41
50 45 33
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rA2rs orl tna rernlly Treesx

Among Xers

- 1999 2002

110 1)
r=r

67%

Wlzrriad ‘
SEETIES 1 @ : :
| will do a better job
raising my kids than the
OWINIBITIE A6 ‘@T

generation before me
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i
10%
500}73 15%

“If you were stranded on a

./< ~ ) -r-\ T2 desert island, what would you

most like to have with you?”

21%

SOTPULET

}D
ﬁ
qb
:
L/ )

29%

24%

VIUSIG:
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HIVIng

The home as command central.
A quest for connectedness.

Putting family first.

The Home as Hive

JPsmiin@yanK2lovien.cor



Safe and Secure

01%

Feel safe In
own home

JPsmiin@yanK2lovien.cor




Ing Intluzrice of ids or)
Fa. 111y Dacision-Vzuinig

=
(‘?
(12
(3
(1

; Of Online kids 12-17 say their parents
(‘) J/g have asked them to go online to find

J Info about products and services*
everyday items Ge e 1999 2001
Brocicfasr egrsell % S
VIQVIESSLONIEILE 60)
SYLL elrifssS %
SIcCHaIoUES 30 (T 1/ /CR/D Viv)
SIICARENS 72
SIYS/ACPES i)
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Fewer “Iraditional” Households

Other
Non-Family

Women Alone
(vs. 11.5%in ’70)

Married — No Kids
(vs. 30.3%in '70)

Men Alone
(vs. 5.6% in *70)

Married — with Kids

Other Family (vs. 40.3% in '70)
9.2% Single Moms

1.9% Single Dads

HOUSENGIENCOMPOSINGN
*US Census (Foiel) Flotsarnolds: 105.5))

JWsmiin@yaniK2loviern.conm



Fundamental Demographic Shifts

Postponing Marriage
Men Women
1970 2000 1970 2000

% ineach 20-24 | 55% 84% 36%  73%

age group ,-
never 25-29 19 52 11 39

married 30-34 9 30 6 22 Us Census

Having Children Later

1980 1999

EA_) o}:‘ total
Irths
-13
among
each age 53 News, vital

Statistics of

group +160 theus.

O Yankelovich, Inc. 2002 JWsmitn@yeanikalovien.corr!



- Inculgence
- Farnlly
e Authenticity

JWsmiin@yaniK2loviern.conm



'S How You Play the Game

Aspects of American culture
prefer or relate to more:

Doing the work over getting
the glory

Integrity over success

Playing over winning

O Yankelovich, Inc. 2002

1999 2001 2002
68  75% nla

JWsmitne@yanikalovien.corr



Demand for Trustworthiness

Has knowledge-
able salespeople

Provieles Erusii—
Woriny celvies

JWsmiin@yaniK2loviern.conm



Authenticity: Year In Review
The Fall of...

The Rise of

Swap Spaces and
Create New Places

v VvV v Vv

Unachievable perfection
Unlimited time

Subtle; below radar
Unreal

Achievable reality
Limited time & money
Big bang re-do’s

Real people

vV vV VvV Vv

JWsmiin@yaniK2loviern.conm



Doing Homework Pays

63%  yine e
Spending time researching a

product before buying it

50% 63% 68% 74%

JWsmiin@yaniK2loviern.conm



Overwhelmed by Hate work In ideal world, would

all of information involved in have only information
available today getting information absolutely needed
= )%, )Y = £\9

2) S )57 2)0)7%

\ \ \
53% 56% 40%
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76%

Make most of their
travel arrangements
themselves

2%

Like to explore on
their own while
on vacation

JWsmiin@yaniK2loviern.conm



(vs. follow own Instincts)

28"

1997

Listen to experts

O

T )
38"

33"
2001 2002

JWsmiin@yaniK2loviern.conm



It is risky to buy a brand
you are not familiar with

1994 2001 2002

O Yankelovich, Inc. 2002 JWsmitn@yeanikalovien.corr!



Breiniel 21s el Parinar

Stlect brands because the brand . . .-

Assures me that a reliable company
stands behind the product or service  80Q%

Tells me about the level of quality of
a product or service 75%

Helps me to eliminate risk so that | %
can avolid a bad decision 67

O Yankelovich, Inc. 2002 Jsmitn@yankalovien.conr



- Inculgence
- Farnlly

-~ Altnentliclty
e Service

JWsmiin@yaniK2loviern.conm



<$35K $75K+

| may not be wealthy, but | deserve

)/ : 0 0
C)2170  the same level of customer service Q4% Q4%
that wealthy people get
c)0)Yy  When 1 go into a store, | expect to % 0%
09" be treated like their best customer 0% 36

~ The prices | pay now for goods and
/170 services entitle me to the highest 3% g4%
I .
level of customer service

~ Most businesses today have
/[0 completely forgotten the idea that ~ §(% 7%
the customer is always right

JWsmiin@yaniK2loviern.conm



Speaking Up

When I'm getting bad service, | have no
problem speaking up

N7 % Get angry because of bad customer service once a month or
more often

Have written/called a business to complain about a product or
service in past year (34" Among Household Income of 75K+)

5 5% Of online kids 9_-17 havg emailed a company or postc_ad a
message on their web site, to contact them about an issue

JWsmiin@yaniK2loviern.conm



Walking Out

- I
Echoss g5o%

66" 64" .

I'T | z2un garring oz sarvica,
I will walic out of 21 stgra
ayar IT N2y newva a,¢ectly

whizte | ozun looging for Matures g2%

667

Boomers  g9%

JWsmiin@yaniK2loviern.conm



Spreading Negative Buzz

JWsmiin@yaniK2loviern.conm
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Golrig online meues
(ria feal rmore
corifiacrac] to onars

Recelving an email
message from a loved
one not as satisfying as
receiving a phone call

JWsmiin@yaniK2loviern.conm
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Thinking Young

“Chironologically, Boorners are at
rnidlife, but psychologically they
bear a closer resermblance
younger Armericans than they do
ro older Arnericans.”

“Boomers at Midlife”
AARP, 11702

JSMEN@yanK2lovien.co



Age:
40-49

76

~

>

o ._

Ay,
~
J
>
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Adults 35-54 are 6 \;

1

sporting activities

sl in@yaniK2lovien.conm



(" BOOMERS )

$13,700 on leisure
each year

—

|
- J

—

—_——
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- Things will do after the children leave home: Boomers

Start gutting rmore rrorgy aside for retrernar 467
Splurge on great vacation or buy myself something
| can’t afford with kids to support 43
Reconrect witn soouse/signifleant giner 47

Converi crlldrer’s gecrgors Irio &) gffice, e,

rlofre gy, Creifis roonr or sorme girigr oo P
Sge a slgnifleant clecrasse Iy siress level 53
Cooy fer less gfier) irien | do riow 29
Move to a sireller riosre 1Y
BUY e srneller, sgoriler cer 1

JSMEN@yanK2lovien.co
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Yankelovich

Putting the power of consumer
INnsights to work in marketing databases

The Yankelovich A view of consumer Marketing priorities
MONITOR® and marketplace trends and opportunities

MONITOR A view of consumer Targeting, communi-

MindBase® lifestyles and values cations, and location
The Segmentation A view of category Products, pricing,

Company® needs and preferences and messaging

JWsmiin@yaniK2loviern.conm




